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I. INTRODUCTION 
This report presents the results of a survey of Central 
Florida residents and local tourists who did not visit 
Watermania. These two group will be labeled "non-visitors" 
The "non-visitor" survey was designed to provide a database 
for Watermania's management to facilitate marketing and 
advertising programs. The primary objective of the study was 
to explore non-visitors' attitudes and preferences toward 
Watermania and other Central Florida's tourist attractions. 
In addition, the survey developed demographic profiles of non-
visitors and explored their vacation travel patterns. 
A. Research Objectives 
The research objectives of this survey included the 
following: 
1. Obtain a demographic profile of current Central Florida 
adult tourists and local residents who do not visit 
Watermania. 
2. Measure non-visitors' awareness of Watermania, and 
explore their reasons for not visiting or planning to 
visit the park. 
3. Measure non-visitors' perceptions of Watermania and 
its attractions, as well as their potential to visit it 
in the future. 
4. Measure the impact of various advertising tools on non-
visitors' intention to visit Watermania. 
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5. Identify specific demographic groups that have 





The populations sampled consisted of two groups: 
1. Central Florida adult tourists: Interviews were conducted 
during the week of August 17, 1987. Data were collected from 
personal interviews, using structured questionnaires. While a 
reliable sample of tourist populations is difficult to obtain, 
specific procedures were followed to secure a reasonably 
representative sample of adult vacationers in Central Florida. 
Trained interviewers were stationed in Central Florida 
shopping malls where tourists often visit. Interviewers 
intercepted passers-by, pre-screening on adult status, and 
completed a brief interview. Interviews were conducted 
throughout the week and at daytime hours. 
As the primary research objective was to interview 
Watermania non-visitors, a further screening of sample respondents 
eliminated those adults who had already visited or planned to 
visit Watermania. 
A total of 678 Central Florida tourists were asked to 
participate in the study, from which 475 refused to be interviewed 
and 3 did not qualify due to previous visits to the park. A 
usable sample of 201 non-visitor tourists was obtained to yield a 
response rate of 30%. 
2. Central Florida residents: The same questionnaire (with minor 
changes on some demographic information) was used for Central 
Florida residents who did not visit nor intended to visit 
Watermania. 
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A random sample of Central Florida residents was drawn from 
the local telephone directory. Strata sampling of residents of 
Orange, Seminole, and Osceola counties was drawn proportionally 
to the number of residents in each county. (57.2%, 34.1%, and 
8.7%, respectively). 
Interviews were undertaken with males or females of the 
household during a period of one week, starting 17 August 1987. 
Calls were made between 5:00 - 9:00 pm to 827 households, however 
only 322 households qualified from which 52 refused. A total of 
208 residents were interviewed to yield a response rate of 64.6%. 
B. Questionnaire Design and Data Analysis 
Most of the questionnaire items were structured, with 
several open-ended items used to explore additional non-visitors' 
opinions and perceptions, as well as some of the reasons for not 
visiting Watermania. 
Completed questionnaires were coded and the data analyzed at 
the University of Central Florida. Frequency distributions were 
generated for all questions, as well as cross-tabulations and 
correlations with selected demographic and behavioral variables. 
The results are shown in the Findings section of this report. 
C. Limitations 
Tourist Interviews: 
Several limitations in the research methodology are noted 
here. The sample is restricted to tourists interviewed during 
the daytime hours in a few shopping locations. While those 
locations are a practical choice because they contain a broad 
cross-section of tourists, the interview site may not represent 
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the broader Central Florida tourist market. 
Further, the sampling is limited to a single tourist season, 
summer, which will not fully represent tourist populations in 
Central Florida throughout the year. This limitation should be noted 
when comparing the present tourist profiles with those generated 
from interviews during other seasons. 
The open-ended questions as well as the questioning of 
tourists on their reasons for not visiting or not thinking to 
visit Watermania proved to be difficult to complete. To keep 
interviews brief and minimize problems of respondent fatigue, 
probing on the open-ended questions was minimized. 
Finally, most questions relate to behavior intentions of the 
respondents rather than actual behavior; that is, those 
respondents who reported willingness to visit Watermania, 
would not necessarily translate it to actual behavior. 
Resident Interviews: 
The practice of interviewing only willing respondents may 
create problems of representation. Since there is no control 
over who participates in the study, the results could be biased 
by either favorable or unfavorable participants. 
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F I N D I N G S 
A. Demographic Profile of the Adult Non-Visitor 
The sample data suggests that adult non-visitors were 
primarily middle age. About sixty percent of the sample were in 
the over 35 age group; about 32 percent of the residents and 24% 
of the tourists were in the over 65 age group (Table 1). Note 
that only adult tourists were interviewed. 
The total sample was evenly divided between male and female 
respondents (Table 2). Most respondents (over 60%) were married 
(Table 3) and the majority of them lived in households of two 
people or more (Table 4). 
Over 80% of the residents as well as the tourists reported 
one or two children under 18 living in their household (Table 5). 
Finally, the median income of tourists was higher ($30-40,000) 
than local residents ($20-30,000) (Table 6). 
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TABLE 1: 
AGE OF RESPONDENT 
Residents Tourists 
Age Group 9-:-0 9-:-0 
16-21 12.4 5.5 
22-34 27.7 33.3 
35-49 28.2 37.3 
50-64 18.8 21.4 
over 65 12.9 2.5 
----- -----
100.0 100.0 
Median: 35-49 35-49 
TABLE 2: 
SEX OF RESPONDENT 
Residents Tourists 
Sex 9-:-0 9-:-0 
Male 55.2 50.5 




MARITAL STATUS OF RESPONDENTS 
Residents Tourists 
Married 63.8 71. 6 
Single 36.2 28.4 
100.0 100.0 
TABLE 4: 
NUMBER OF PERSONS LIVING IN HOUSEHOLD 
Residents Tourists 
number 
1 17.2 6.5 
2 31. 0 21.9 
3 18.7 21.9 
4 22.2 31.8 
5 7.9 12.4 
6 2.0 2.0 




Mean: 2.8 3.4 
Standard deviation: 1.4 1.4 
Median: 3.0 3.0 
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TABLE 5: 
NUMBER OF CHILDREN UNDER 18 LIVING IN HOUSEHOLD 
Residents Tourists 
number ~ 0 ~ 0 
0 3.2 
1 45.2 42.1 
2 37.6 43.0 
3 11.8 11.6 
4 1.1 1. 7 
5 1.1 
9 1. 7 
------ ------
100.0 100.0 
Mean: 1. 6 1.8 
Standard deviation: 0.8 1.2 






1. Under $10,000 5.7 2.8 
2. $10-$20,000 22.0 8.3 
3. $20-$30,000 27.7 31. 7 
4. $40-$50,000 22.7 30.6 
5. $50-$60,000 10.6 11.1 
6. Over $60,000 11. 3 15.6 
----- -----
100.0 100.0 
Mean: 3.7 4.1 
Standard Deviation: 1. 7 1. 7 
Median: $20-30,000 $40-50,000 
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B. Major Tourist Attractions Previously Visited 
Respondents were asked if they had previously visited any 
of the major commercial attractions in the Central Florida area. 
Results are shown in Table 7. As expected, the Walt Disney World 
attractions ranked first, attracting a large proportion of the 
respondents, followed by Sea World. Please note that Church Street 
Station drew a larger proportion of residents than tourists. 
TABLE 7: 
* 
MAJOR TOURIST ATTRACTIONS PREVIOUSLY VISITED 
Residents Tourists 
Attraction ~ 0 ~ 0 
Magic Kingdom 67.1 90.8 
EPCOT 65.3 89.7 
Sea World 59.3 70.8 
Church Street Station 52.1 21. 0 
Cypress Gardens 26.3 26.2 
Kennedy Space Center 26.3 44.1 
Wet and Wild 26.3 30.3 
Boardwalk & Baseball 18.6 12.3 
* 
Percentages exceed 100% due to multiple responses 
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c. Non-Visitors' Awareness and Perception of Watermania. 
1. Familiarity with Watermania. In general, local residents 
were much more familiar with Watermania (64.9%) than tourists 
(18.9%) (Table 8). 
TABLE 8: 
FAMILIARITY WITH WATERMANIA 
Residents Tourists 
familiarity ~ 0 ~ 0 
Unfamiliar 35.1 81.1 
Somewhat familiar 55.8 18.4 
Very familiar 9.1 0.5 
100.0 100.0 
2. Perception of Watermania Attractions. Respondents were 
asked to give "top-of-mind" unaided answers to a question 
relating to their perception of Watermania. The majority of 
the respondents perceived Watermania to be a water attraction 
park (55.3% of the residents and 68.2% of the tourists). About 
32% of the residents and 6% of the tourists perceived Watermania 
to be a different place than the categories described in 




PERCEPTION OF WATERMANIA 
Residents Tourists 
Perceived attraction ~ 0 
A water attraction park 55.3 68.2 
A water sports park 5.6 13.3 
An amusement park 0.6 3.6 
A children's water park 1.1 3.6 
A swimming pool/swimming park 5.6 5.6 
Other 31.8 5.6 
100.0 100.0 
TABLE 9A: 
OTHER PERCEPTIONS OF WATERMANIA 
(non-visiting residents) 
1. Like Wet N' Wild (47) 
2. Disney's answer for Wet N' Wild 
3. A water ride 
4. More or less for children and young adults 
5. Boating 
6. Rival to Wet N' Wild 
7. Water slide park 
8. Teen-age water park 
9. Fun in water 













OTHER PERCEPTIONS OF WATERMANIA 
(non-visiting tourists) 
A resort 
Wet N' Wild 
Like Cypress Gardens 
A water slide 




Rides on the water 
A big slide of water 
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3. Perception of admission price and distance from major 
tourists attractions. Both residents and tourists perceived the 
admission price to Watermania to be in the range of $10-$12. 
None of the respondents thought that the admission price to 
Watermania is free (Table 10). Most of the none visitors 
perceived the distance from the major tourist attractions to be 
between 15 and 30 minutes (Table 11). 
TABLE 10: 
PERCEIVED ADMISSION FEE TO WATERMANIA 
Residents Tourists 
Perceived fee ~ 0 ~ 0 
1. Free admission 
2. $1-2 
3. $2-4 2.3 
4. $4-6 7.6 10.1 
5. $6-8 8.4 2.7 
6. $8-10 29.0 20.2 
7. $10-12 23.7 19.1 
8. $12-14 16.0 12.8 
9. Over $14 13.0 35.1 
----- -----
100.0 100.0 
Mean: 6.6 7.3 
Standard deviation: 1.5 1.6 
Median: $10-12 $10-12 
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TABLE 11: 
PERCEIVED DRIVING DISTANCE FROM MAJOR TOURIST ATTRACTIONS 
Residents Tourists 
Perceived distance 
1. Less than 15 minutes 40.4 25.6 
2. 15-30 minutes 48.4 48.7 
3. 30-60 minutes 7.5 23.7 
4. 1-2 hours 1.9 1. 3 
5. 2-3 hours 1. 9 0.6 
----- -----
100.0 100.0 
Mean: 1.8 2.0 
Standard deviation: 0.8 0.8 
Median: 15-30 minutes 15-30 minutes 
D. Non-visitors' Perceived Image of Watermania. 
Non-visitors were asked to evaluate Watermania on an 
nine-statement image profile. Respondents used five levels on 
an agree-disagree scale, where 11 1 11 represented the highest 
disagreement with a particular statement, and "5" represented the 
highest agreement. 
Results of only those respondents who answered these 
questions are reported in Tables 12-19. Respondents perceived 
Watermania to be "A fun place to be," and a place where one can 
"rest and relax." Non-visitors did not agree that Watermania is 
"suited for teens and children only," or that Watermania is "for 
water sports lovers only." 
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TABLE 12: 
"WATERMANIA IS A FUN PLACE TO VISIT" 
Residents 
Agreement level ~ 0 
1. Disagree strongly 2.1 
2. Disagree 2.8 
3. Neither agree nor disagree 18.9 
4. Agree 58.7 

















"WATERMANIA IS SUITED FOR TEENS AND CHILDREN ONLY" 
Residents Tourists 
Agreement level ~ 0 
1. Disagree strongly 9.6 13.5 
2. Disagree 38.5 32.7 
3. Neither agree nor disagree 13.5 19.3 
4. Agree 28.2 28.1 
5. Agree strongly 10.3 6.4 
----- -----
100.0 100.0 
Mean: 2.9 2.8 
Standard deviation: 1.2 1.2 
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TABLE 14: 
"WATERMANIA IS A BEST VALUE FOR MONEY" 
Residents Tourists 
Agreement level ~ 0 ~ 0 
1. Disagree strongly 4.2 2.4 
2. Disagree 9.4 7.1 
3. Neither agree nor disagree 58.3 47.6 
4. Agree 22.9 41. 7 
5. Agree strongly 5.2 1. 2 
----- -----
100.0 100.0 
Mean: 3.1 3.3 
Standard deviation: 0.8 0.7 
TABLE 15: 
"WATERMANIA IS FOR WATERSPORTS LOVERS ONLY" 
Residents Tourists 
Agreement level ~ 0 ~ 0 
1. Disagree strongly 9.1 9.9 
2. Disagree 39.6 34.5 
3. Neither agree nor disagree 11. 0 21.1 
4. Agree 29.9 26.3 
5. Agree strongly 10.4 8.2 
----- -----
100.0 100.0 
Mean: 2.9 2.9 
Standard deviation: 1.2 1.1 
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TABLE 16: 
"AT WATERMANIA YOU CAN REST AND RELAX" 
Residents 
Agreement level % 
1. Disagree strongly 1. 3 
2. Disagree 7.9 
3. Neither agree nor disagree 13.2 
4. Agree 58.6 




Standard deviation: 0.9 
TABLE 17: 
"WATERMANIA IS ALWAYS CROWDED" 
Residents 
Agreement level 
1. Disagree strongly 3.5 
2. Disagree 20.4 
3. Neither agree nor disagree 41. 6 
4. Agree 26.5 




























"WATERMANIA IS NO DIFFERENT THAN ANY OTHER WATER PARK" 
Residents Tourists 
Agreement level 
1. Disagree strongly 5.5 5.9 
2. Disagree 24.5 27.4 
3. Neither agree nor disagree 39.1 27.4 
4. Agree 24.5 34.1 
5. Agree strongly 6.4 5.2 
----- -----
100.0 100.0 
Mean: 3.0 3.0 
Standard deviation: 1. 0 1.0 
TABLE 19: 
"WET N' WILD IS MUCH BETTER THAN WATERMANIA" 
(administered to residents only) 
Residents 
Agreement level 
1. Disagree strongly 3.5 
2. Disagree 9.3 
3. Neither agree nor disagree 60.5 
4. Agree 14.0 




Standard deviation: 0.9 
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E. Non-Visitors' Interest In Visiting Watermania. 
1. Non-Visitors' intention to visit Watermania. 
Respondents were asked if they thought seriously about visiting 
Watermania. Less than a quarter of the resident respondents 
(22.5%) and less that one-tenth of the tourist respondents (9.7%) 
thought seriously about visiting the park (Table 20). 
TABLE 20: 
"HAVE YOU EVER THOUGHT SERIOUSLY ABOUT VISITING WATERMANIA?" 
Residents Tourists 
~ 
0 ~ 0 
1. Yes 22.5 9.7 
2. No 77.5 90.3 
----- -----
100.0 100.0 
2. Primary reason for not visiting Watermania. 
All respondents were asked why they had not visited the park. 
The question was open-ended; respondents gave "top-of-mind" 
unaided answers. All answers were recorded verbatim and later 
grouped into the categories shown in Table 21. A majority of the 
resident and tourist respondents (53.3% and 65.0%, respectively) 
did not visit because "lack of time." Other reasons mentioned by 
local residents were: Watermania was out of the way, water parks 
did not appeal to them, and that they heard that Wet N' Wild was 
better. Other reasoning by the tourists included: unfamiliarity 
with the park, too expensive, or that they had visited another 
park. Please note that these findings are based only on a small 
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group of respondents who answered this question (Table 21). 
TABLE 21: 
"WHY HAVEN'T YOU VISITED WATERMANIA YET?" 
Residents Tourists 
Reason ~ 0 ~ 0 
1. No time 53.3 65.0 
2. No money 2.2 
3. Unfamiliar with the park 10.0 
4. Was out of the way 4.4 
5. Water parks do not appeal 4.4 
6. Too expensive 5.0 
7. Visited another water park 2.2 5.0 
8. It's the same as Wet N' Wild 2.2 n/a 
9. I heard Wet N' Wild is better 4.4 n/a 
10. Other 26.7 15.0 
----- -----
100.0 100.0 
(Residents: N=33 ; 15.8% responded to this question 
Tourists: N=20 ; 10% responded to this question) 
"Other" reasons given by residents and tourists are reported in 
Tables 21A and 21B. 
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TABLE 21A: 
"WHY HAVEN ... T YOU VISITED WATERMANIA YET?" 
(non-visiting residents' other responses) 
1. Work (2) 
2. Too crowded 
3. Just got back from vacation 
4. Was going to go but didn ... t 
5. Pref er the beach c 2 r 
6. Didn't know that it was open 
7. Never thought about it 
8. Bad leg 
9. In-laws have pool 
11. Volley ball games 
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TABLE 21B: 
"WHY HAVEN'T YOU VISITED WATERMANIA YET?" 
(Non-visiting tourist' other responses) 
1. Don't like it under water 
2. Just got here, haven't started (visiting attractions) yet (3) 
3. Not as advertised as the rest of the parks 
4. Mother does the planning 
5. Not as popular as the other attractions 
6. It's new, not on my list 
7. Didn't get to it yet 
3. Primary reason for not thinking seriously about visiting 
Watermania. Of those residents who have not thought seriously about 
visiting Watermania, a plurality (26.4%) said that water parks do 
not appeal to them, followed by "no time" (17.8%). Of those 
tourists who have not thought seriously of visiting Watermania, 
the majority (69.0%) said that they had no time. "Other" reasons 
reported by local residents and tourists are summarized in Tables 
22A and 22b, respectively. 
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TABLE 22: 
"WHY HAVEN'T YOU THOUGHT SERIOUSLY ABOUT VISITING WATERMANIA?" 
Residents Tourists 
Reason ~ 0 ~ 0 
1. No time 17.8 69.0 
2. No money 9.8 8.2 
3. Was out of the way 1.8 0.5 
4. Water parks do not appeal 26.4 7.1 
5. Too expensive 3.1 
7. Visited another water park 3.8 
8. It's the same as Wet N' Wild 1.8 n/a 
9. I heard Wet N' Wild is better 3.1 n/a 





"WHY HAVEN''T YOU THOUGHT SERIOUSLY ABOUT VISITING WATERMANIA?" 
(Non-visiting residents' other responses) 
1. Health (3) 
2. Too old (16) 
3. No desire ( 3) 
4. Have small child that does not swim 
5. Live too far away 
6. Not that familiar (2) 
7. Pref er the beach (3) 
8. Never thought about it (3) 
9. Can't swim 
10. Too many other attractions 
11. Live on a lake 
12. Too crowded (3) 
13. No reason to go 
14. Have a pool (4) 
15. Have small children 
16. Don't like water 
17. Closer to Wet N' Wild 
18. Did not like advertisement/TV commercial 
19. Have no kids; no reason (2) 
20. It's more for children & teens 
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TABLE 22B: 
"WHY HAVEN'T YOU THOUGHT SERIOUSLY ABOUT VISITING WATERMANIA?" 
(non-visiting tourists' other responses) 
1. Just haven't 
2. Don't know much about it 
3. Don't care for water much 
4. Visiting relative 
5. Because I don't swim 
6. Not priority 
7. We just visited a water park at home 
8. Not on pamphlets in other country 
9. Haven't heard enough 
10. Will go later 
11. Had my mind on Wet N' Wild 
12. Had not heard enough about it 
13. Never planned, had not heard of it until I got here 
14. Have not heard enough to appeal to me 
15. Going into Ft. Lauderdale 
16. Going to Wet N' Wild 
17. I like the beach better 
18. I burn out in the sun 
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4. "Word of Mouth influence on future intention to visit 
Watermania. Respondents were asked if they had ever talked to 
someone who has been to Watermania. About 14% of the resident 
respondents and 4% of the tourist respondents talked to someone 
who has been to Watermania (Table 23). Of those respondents who 
talked to someone who has been to Watermania, about 18% of the 
residents and 25% of the tourists became more interested in going 
there (Table 24). 
TABLE 23: 
"HAVE YOU EVER TALKED TO A PERSON WHO HAS BEEN TO WATERMANIA?" 
Residents Tourists 
~ 0 ~ 0 
1. Yes 14.1 4.0 






LEVEL OF INTEREST TO VISIT WATERMANIA 
AFTER TALKING TO SOMEONE WHO HAS BEEN THERE 
Residents 
Level of interest 
1. Less Interested 7.1 
2. No Effect 75.0 
3. More Interested 17.9 
100.0 
Residents: N= 28; 13.4% answered this question 






F. Influence of Advertising on Non-Visitors' Intention to 
Visit Watermania. 
Respondents were asked whether they saw any of the six types 
of advertising tools. It is important to notice that differences 
were found between resident and tourist non-visitors' exposure to 
the various advertising tools: While 63.3% of the non-visitor 
residents saw TV commercials about Watermania, only 10.4% of the 
non-visitor tourists did. Similar trend was found with regard to 
Radio commercials (43.3% residents vs. 7.5% tourists). Other 
advertising tools included newspaper advertising, brochures, and 
magazines to all of which residents were much more exposed than 
tourists (Table 25). 
When respondents were asked if these forms of advertising 
influenced them to visit Watermania, brochures were 
ranked first by residents (33.3%) followed by TV commercials 
(29.3%). It would be difficult to draw similar conclusions from 
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the tourists group due to the small number of respondents that 
answered this question (Table 26). 
TABLE 25: 
* 
ADVERTISEMENTS SEEN OR HEARD BY NON-VISITORS 




TV Commercials 63.3 10.4 
Radio commercial 43.3 7.5 
Billboards 35.1 22.9 
Newspaper advertising 21. 3 3.0 
Brochures 13.5 10.9 
Magazine advertising 5.8 2.5 
* 
Percentages exceed 100% due to multiple responses 
TABLE 26: 
INFLUENCE OF ADVERTISING ON INTENTION TO VISIT WATERMANIA 
Residents Tourists 
Advertising Form ~ 0 ~ 0 
TV Commercials 29.3 (N=133) 38.1 (N=21) 
Radio commercial 28.3 (N=92) 50.0 (N=14) 
Billboards 20.5 (N=73) 21. 3 (N=47) 
Newspaper advertising 24.4 (N=45) 16.7 (N=6) 
Brochures 33.3 (N=3 0) 33.3 (N=24) 
Magazine advertising 16.7 (N=12) 40.0 (N=5) 
* 
Percentages exceed 100% due to multiple responses 
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G. Impact of Behavioral and Demographic Variables on Intention to 
Visit and Perceived Image of Watermania 
In this section, a few behavioral and demographic variables 
were crosstabulated and correlated with the variables "intention 
to visit" and "perception of Watermania." This was done in order 
to reveal the impact of advertising on intention to visit and the 
perceived image of Watermania, as well as to identify potential 
market segments to which marketing strategies should be directed. 
Only statistically significant findings are reported below. 
1. Impact of familiarity with Watermania on intention to 
visit and perceived image. Of those resident respondents who 
thought seriously of visiting Watermania, the majority (88.9%) 
were somehow or very familiar with the park (Table 27). 
Of those tourist respondents who thought seriously of 
visiting Watermania, the majority (57.9%) were somehow familiar 
with the park but the rest of the respondents (42.1%) were 
unfamiliar with the park (Table 28). 
The level of interest in visiting Watermania after talking to 
someone who visited the park, was positively associated with the 
level of familiarity with the park: Respondents who were very 
familiar with the park were more interested in visiting (60.0%) 
than those who were not familiar (40.0%) (Table 29). 
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TABLE 27: 
IMPACT OF LEVEL OF FAMILIARITY WITH WATERMANIA ON INTENTION TO VISIT 












































IMPACT OF LEVEL OF FAMILIARITY WITH WATERMANIA ON INTENTION TO VISIT 
Level of Familiarity 
with Watermania 
Unfamiliar 





































Resident respondents who were more familiar with Watermania 
perceived Watermania to be more "a fun place to visit" and "a 
place where you can rest and relax" than those residents who were 
not familiar with the park. 
Tourist respondents who were less familiar with Watermania 
perceived Watermania to be better value for money than those who 
were more familiar. Tourists who were more familiar with the 
park had stronger agreement with the statement that "Watermania 
is no different than any other park" than those who were less 
familiar. (Table 29). 
TABLE 29: 
CORRELATION OF LEVEL OF FAMILIARITY WITH WATERMANIA 
AND ITS PERCEIVED IMAGE 
Perceived image 
RESIDENT GROUP: 
"Watermania is a fun place to visit" 
"At Watermania you can rest and relax" 
TOURIST GROUP: 
"Watermania is best value for money" 
"Watermania is no different than any 
other water park" 
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2. Impact of intention to visit Watermania ("Thought 
Seriously") on perceived image. Resident respondents who thought 
seriously about visiting Watermania perceived Watermania to 
be more as "a fun place to visit" (mean=4.14) than those who did 
not think seriously (mean=3.77). 
Resident respondents who thought seriously about visiting 
Watermania, perceived Watermania to be more "best value for 
money" (mean=3.50) than those who did not think seriously 
(mean=3.02). 
Tourist respondents who did not think seriously about 
visiting Watermania, perceived Watermania to be more "suited for 
teens and children only" (mean=2.86) than those who did not think 
seriously (mean=2.29). 
3. Impact of billboard advertising on intention to visit and 
perceived image of Watermania. 
Resident group: Of those respondents who saw billboard ads, 
40.3% thought seriously about visiting Watermania. In addition, 
of those respondents who saw billboard ads, 20.5% were influenced 
by them to visit Watermania (Table 30). 
Tourist group: Of those respondents who saw billboard ads, 
20.0% thought seriously about visiting Watermania. In addition, 
of those respondents who saw billboard ads, 21.7% were influenced 
by them to visit Watermania (Table 31). 
Clearly, billboard advertising is more effective on residents 
than on tourists. 
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TABLE 30: 
SEEING BILLBOARD ADVERTISING BY THINKING SERIOUSLY 
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TABLE 31: 
SEEING BILLBOARD ADVERTISING BY THINKING SERIOUSLY 
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4. Impact of brochure advertising on intention to visit and 
perceived image of Watermania. 
Resident group: Of those respondents who saw brochure 
advertising, 46.4% thought seriously about visiting Watermania. 
In addition, of those respondents who saw brochure advertising, 
28.6% were influenced by them to visit Watermania (Table 32). 
Tourist group: Of those respondents who saw brochure 
advertising, 30.0% thought seriously about visiting Watermania. 
In addition, of those respondents who saw brochure advertising, 
36.4% were influenced by them to visit Watermania (Table 33). 
Brochure advertising also seems to be more effective on the 
resident non-visitors than on tourist non-visitors. 
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TABLE 32: 
SEEING BROCHURE ADVERTISING BY THINKING SERIOUSLY 
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TABLE 33: 
SEEING BROCHURE ADVERTISING BY THINKING SERIOUSLY 
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5. Impact of TV advertising on intention to visit and 
perceived image of Watermania. 
Resident group: Of those respondents who saw TV commercials, 
28.9% thought seriously about visiting Watermania. In addition, 
of those respondents who saw TV commercials, 29.8% were 
influenced by them to visit Watermania (Table 34). 
Tourist group: Of those respondents who saw TV commercials, 
33.3% thought seriously about visiting Watermania. In addition, 
of those respondents who saw TV commercials, 38.1% were 
influenced by them to visit Watermania (Table 35). 
Unlike the impact of billboard and brochures, TV commercials 
had similar impact both on resident and tourist non-visitors. 
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TABLE 34: 
SEEING TV ADVERTISING BY THINKING SERIOUSLY 
ABOUT VISITING WATERMANIA, AND INFLUENCE 

















































SEEING TV ADVERTISING BY THINKING SERIOUSLY 
ABOUT VISITING WATERMANIA, AND INFLUENCE 


















































6. Impact of newspaper advertising on intention to visit and 
perceived image of Watermania. 
Resident group: Of those respondents who saw newspaper 
advertising, 29.5% thought seriously about visiting Watermania. 
In addition, of those respondents who saw newspaper advertising, 
25.0% were influenced by them to visit Watermania (Table 36). 
Tourist group: Of those respondents who saw newspaper 
advertising, 20.0% thought seriously about visiting Watermania. 
In addition, of those respondents who saw newspaper advertising, 
16.7% were influenced by them to visit Watermania (Table 37). 
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TABLE 36: 
SEEING NEWSPAPER ADVERTISING BY THINKING SERIOUSLY 




















































Row percentage Column percentage 
45 
TABLE 37: 
SEEING NEWSPAPER ADVERTISING BY THINKING SERIOUSLY 
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7. Impact of magazine advertising on intention to visit and 
perceived image of Watermania. 
Resident group: Of those respondents who saw magazine 
advertising, 25.0% thought seriously about visiting Watermania. 
In addition, of those respondents who saw magazine advertising, 
16.7% were influenced by them to visit Watermania (Table 38). 
Tourist group: Of those respondents who saw magazine 
advertising, 40.0% thought seriously about visiting Watermania. 
In addition, of those respondents who saw magazine advertising, 
40.0% were influenced by them to visit Watermania (Table 39). 
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TABLE 38: 
SEEING MAGAZINE ADVERTISING BY THINKING SERIOUSLY 
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TABLE 39: 
SEEING MAGAZINE ADVERTISING BY THINKING SERIOUSLY 
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8. Impact of radio commercials on intention to visit and 
perceived image of Watermania. 
Resident group: Of those respondents who heard radio 
commercials, 40.4% thought seriously about visiting Watermania. 
In addition, of those respondents who heard radio commercials, 
28.9% were influenced by them to visit Watermania (Table 40). 
Tourist group: Of those respondents who heard radio 
commercials, 40.0% thought seriously about visiting Watermania. 
In addition, of those respondents who heard radio commercials, 
50.0% were influenced by them to visit Watermania (Table 40). 




HEARING RADIO ADVERTISING BY THINKING SERIOUSLY 
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TABLE 33: 
HEARING RADIO ADVERTISING BY THINKING SERIOUSLY 
ABOUT VISITING WATERMANIA, AND INFLUENCE 




















































9. Impact of advertising tools on perceived image of Watermania. 
RESIDENT GROUP: 
Respondents who were influenced by billboard advertising to 
visit Watermania, perceived Watermania to be more "a fun place 
to visit" (Mean = 4.27) than those who were not influenced 
by billboards advertising (mean=3.81). 
Respondents who saw brochures advertising Watermania, 
perceived Watermania to be more "a fun place to visit" (Mean = 
4.30) than those who did not see brochures advertising 
(mean=3.78). 
Respondents who saw brochures advertising Watermania, 
perceived Watermania to be more a place "where you can rest and 
relax" (Mean = 4.26) than those who did not see brochures 
advertising (mean=3.78). 
Respondents who saw brochures advertising Watermania, 
perceived Watermania to be less crowded (Mean = 2.61) than 
those who did not see brochures advertising (mean=3.78). 
Respondents who saw TV commercials of Watermania, 
perceived Watermania to be more crowded (Mean= 3.26) than 
those who did not see TV commercials (mean=2.88). 
Respondents who were influenced by Watermania TV commercials 
to visit Watermania, perceived Watermania to be more a place 
"where you can rest and relax" (Mean = 4.12) than those who were 
not influenced by TV commercials to visit (mean=3.70). 
Respondents who saw a newspaper advertisement on Watermania, 
perceived Watermania to be better value for money (Mean = 3.57) than 
those who did not see newspaper advertisement (mean=3.05). 
53 
Respondents who saw a magazine advertisement on Watermania, 
perceived Watermania to be "more a fun place to visit (Mean = 
4.20) than those who did not see magazine advertisement 
(mean=3.84). 
Respondents who saw a magazine advertisement on Watermania, 
perceived Watermania to be more a place "where you can rest and 
relax" (Mean = 4.18) than those who did not see magazine 
advertisement (mean=3.83). 
Respondents who did not hear a radio commercial on 
Watermania, perceived Watermania to be more "suited for teens and 
children only" (Mean = 3.19) than those heard radio commercials 
on Watermania (Mean= 2.63). 
Respondents who were influenced by radio commercials to 
visit Watermania, perceived Watermania to be more "a fun place 
to visit" (Mean = 4.25) than those who were not influenced 
by radio commercials (mean=3.80). 
Respondents who were influenced by radio commercials to visit 
Watermania, perceived Watermania to be better value for money 
(Mean = 3.84) than those who were not influenced by radio 
commercials (mean=2.97). 
Respondents who were influenced by radio commercials to visit 
Watermania, perceived Watermania to be more a place "where you 
can rest and relax" (Mean = 4.29) than those who were not 
influenced by radio commercials (mean=3.68). 
Respondents who were influenced by radio commercials to visit 
Watermania, agreed more with the statement that Watermania "is no 
different than other water park" (Mean = 3.55) than those who 
were not influenced by radio commercials (mean=2.82). 
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TOURIST GROUP: 
Respondents who did not see billboard advertising 
Watermania, perceived Watermania to be more crowded (Mean = 3.86) 
than those who saw billboard advertising Watermania (mean=3.46). 
Respondents who did not see brochure advertising Watermania, 
perceived Watermania to be suited more to teens and children only 
(Mean = 2.90) than those who saw brochure advertising Watermania 
(mean=2.19). 
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6. Impact of demographics on perceived image of Watermania 
RESIDENT GROUP: 
Older respondents perceived Watermania to be more suited for 
teens and children to be better value, and to be more crowded 
than those who were younger. 
Respondents with more people in household perceived 
Watermania to be less "suited for teens and children only" than 
those with fewer people in household. 
Respondents with less children in the household perceived 
Watermania to be more a "place for water sports lovers only" than 
those with more children. 
Respondents who had higher annual income perceived 
Watermania to be less crowded than respondents who had lower 
income (Table 42). 
TOURIST GROUP: 
Younger respondents agreed more that Watermania "is no 
different than any other water park" than older adults. 
Respondents who had higher annual income perceived Watermania 
to be more suitable for children and teens only and than those 
who had lower income. 
Respondents who had higher annual income agreed more that 
Watermania "is no different than any other water park" than those 
who had lower income (Table 43). 
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TABLE 42: 
CORRELATION OF AGE,NUMBER OF PEOPLE IN THE HOUSEHOLD, 
NUMBER OF CHILDREN UNDER 18 IN THE HOUSEHOLD, 





Age Number of 
people in 
household 
Number of level 
children in of 
household income 
Watermania is suited 
for teens and children .. 0.25 -0.14 N/S N/S 
Watermania is "best 
value" for money 0.21 N/S N/S N/S 
Watermania is for water 
sports lovers only N/S N/S -0.25 N/S 
Watermania is always 
crowded 0.20 N/S N/S -0.22 
* 
N/S = Statistically not significance at the 0.05 level. 
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TABLE 43: 
CORRELATION OF AGE,NUMBER OF PEOPLE IN THE HOUSEHOLD, 
NUMBER OF CHILDREN UNDER 18 IN THE HOUSEHOLD, 





Age Number of 
people in 
household 
Number of level 
children in of 
household income 
Watermania is suited 
for teens and children ' 
Watermania is no different 










IV. SUMMARY AND CONCLUSIONS 
A. Demographic Profile of the Non-Visitor to Watermania 
This study found that the typical non-visitor was: married, 
over 35 years of age, had children living at home and had an 
annual income of $20,000-$30,000 (residents) and 40-50,000 
(tourists) . 
B. Major Attractions Previously visited 
Watermania's major competitors with respect to non-visitors 
were the Magic Kingdom, EPCOT, Sea World, and among local 
residents Church Street Station. Wet N' Wild was visited by more 
non-visitor tourists (30.3%) than non-visitor residents (26.3%). 
c. Familiarity and Perception of Watermania 
The majority of the resident respondents were familiar with 
Watermania while tourists were not familiar with the park. 
Watermania was perceived by non-visitors to be mostly a 
water attraction park. Tourists also perceived Watermania to be 
a water sports park. The admission fee was over estimated by a 
significant proportion of both resident and tourist non-visitors. 
The distance from Central Florida tourist attractions was 
estimated correctly. 
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D. Non-visitors' Perceived Image of Watermania 
The majority of respondents thought that Watermania was "a 
fun place to be," and a place where one can "rest and relax." 
Non-visitors did not agree that the park is "suited for teens and 
children only," or that Watermania is "for water sports lovers 
only". 
In other words, Watermania was perceived as a fun, 
entertaining and family oriented. It was also perceived as an 
active type of attraction suitable for all ages and a good value 
for money. 
D. Non-visitors' Interest in Visiting Watermania 
The majority of respondents have never thought seriously 
about visiting Watermania mainly because they "did not have 
time." 
Talking to someone who had been to Watermania did not 
necessarily increase the interest in visiting the water park. 
E. Advertising 
In general, all advertising tools seemed to be more 
effective with the resident non-visitors than the tourist non-
visitors. TV and radio commercials as well as billboards were 
the major advertising tools mostly remembered by the resident 
group. A small number of tourist non-visitors remembered 
billboards, brochures, and TV commercials. 
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F. Factors Affecting Intention to Visit 
Familiarity, affects intention to visit as well as perception 
of the park. Those respondents who were familiar with the park 
had stronger intentions to visit it, as well as perceived it in a 
more positive manner. Respondents who were familiar with the park 
perceived it to be a place for good entertainment and relaxation 
but yet no different than any other water park. It is important 
to note that tourist non-visitors who were familiar with the park 
did not perceive it to be g good value for money. 
Advertising also had a significant impact on intentions to 
visit. Those respondents who were exposed to the advertising tools 
used by Watermania had stronger intentions to visit than those 
who had not been exposed. The strongest impact of advertising 
was among the resident non-visitor group. 
Brochures and TV commercials seemed to be the most influential 
tool for resident non-visitors in terms of intention and 
influence to visit. Radio and TV commercials seemed to be most 
influential among tourist non-visitors. 
Finally, respondents' demographic characteristics affected 
the perception of the attraction. Age, number of people living 
in the household, number of children in the household, and level 
of income affected respondents' perception of Watermania. 
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IV. RECOMMENDATIONS 
We recommend the enactment of the following new marketing 
strategies in order to attract more of the non-visitor segment: 
A. Park positioning 
Position the park as as a water attraction having the 
following attributes: 
a) fun and relaxation 
b) suited for young and old alike but especially for 
families 
c) excellent value for money 
d) never crowded 
e) suitable for non sports professionals too (you don't 
have to be a first class swimmer or diver to enjoy it) 
f) located in the center of tourist attractions 
B. Target markets 
Based on the park's location and its current composition of 
visitors we recommend that the major target market of the 
park should be tourists. The residents market should be 
secondary and used mostly to supplement the tourist segment 
as well as a source of influence on tourists. 
c. Promotion 
We recommend the following new strategies: 
1) Increase the visibility of the park from highway 
192, since most of the visitors are attracted to it 
while driving by it. 
2) Use Floridians as a source of word-of-mouth 
advertising to influence tourists (can be done by 
special discounts, etc) 
3) Reevaluate the allocation of resources between 
advertising media. 
Major TV campaigns should be done only 
on an experimental basis with close examination 
of results. 
The use of billboards should be increased and 
aimed more towards tourists than residents. 
The use of discount coupons should be continued 
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Radio commercials should be aimed more towards 
tourists than residents 
Discontinue or reevaluate other advertising 
means that have little effectiveness 
4) Increase park awareness by means of publicity, 
public relations and scheduling of special 
events. 
5) Develop new sales promotion tools aimed at 
increasing the awareness of the park among tourists 
(such as: brochure racks at hotels, incentives to 
guest-relations personnel at hotels, joint 
promotions with hotels and restaurants,etc.) 
D. Product design 
Add new features and facilities from time to time as 
per the suggestions of visitors 
In addition to these suggestions we recommend that this study be 
repeated in the winter months in order to examine the difference 
between the summer and winter visitors and non-visitors 
perceptions of Watermania. 
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